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15 Using segmentation to 
improve performance   
– a case study

Summary

This chapter contains a case study written by a company that has applied segmentation to 
their business. Although the case is based on the supply of services to business customers, 
it contains insights that are of interest to all companies, regardless of what they supply or to 
whom they supply it.

This chapter is organized as follows:

GlobalTech – developing service support for high-tech products

The real identity of the company has been disguised and, where necessary, the company has 
modified any commercially sensitive data.

Additional case studies can be found at www.marketsegmentation.co.uk.   
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Buy this file: http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=237

http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=237


http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=237

Using segmentation to improve performance - a case study 459

15

A failed segmentation

Background

Markets transcend your internally defined product divisions. Therefore, it is 
best to understand the markets and monitor your overall performance in those 
markets. To reshape market information to meet the needs of internal reporting 
will lead to misinformation.

Company 
insight 1

Company 
insight 2

Do not rely on the internally gathered opinions of your sales and marketing 
staffs to define markets and identify customer requirements and attitudes. Do 
invest in the necessary market research to provide a reliable segmentation and 
support for strategy and product development.

First market segmentation
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