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Introduction

Fast tracking through the
segmentation process

We have diligently put together what we term ‘Fast tracks’ for each of the steps in the market
segmentation process. These include the main learning and action points for each step.

The fast tracks therefore give you the essentials of what you need in order to complete your

segmentation project. Please be aware, however, that you will almost certainly have to refer
to the appropriate chapter for each step from time to time if you are to achieve the best

results for your project.

The principal purpose of the fast tracks is to provide those of you new to the segmentation
process with a concise guide to what it entails. For those of you familiar with the process as

presented in this book, the principal purpose of the fast tracks is to provide you with all the

memory prompts you require for a segmentation project.

B Process structure

The market segmentation process consists of two phases:

B Phase 1 Developing segments

B Phase 2 Prioritizing and selecting segments

The first phase contains three stages, broken down into five steps:

Stage 1 Your market and how it works
Step 1 — Defining the market
Step 2 — Market mapping

Stage 2 Decision-makers and transactions
Step 3 — Who specifies what

Ml Definition:
Market segmentation is
the process of splitting
customers, or potential
customers, in a market

into different groups, or
segments, within which
customers share a similar
level of interest in the
same, or comparable, set of
needs satisfied by a distinct
marketing proposition.
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Stage 3 Segmenting the market
Step 4 - Why
Step 5 — Forming segments
The second phase consists of a single stage, broken down into two
steps:
Stage 4 Identifying your target segments
Step 6 — Segment attractiveness
Step 7 - Company competitiveness

As it is only by developing and implementing the appropriate strate-
gies for each of your chosen segments that your company will be able
to reap the benefits of segmentation, a chapter has been set aside in this
book to discuss the setting of marketing objectives and strategies for
segments (Chapter 13).

B Phase 1 - Developing segments

The first phase of the segmentation process is applied to the whole
market your business is capable of operating in, not just to that part
of the market you are currently successful in. It therefore includes the
customers of your competitors, as well as your own, along with the
products and/or services bought by these customers.

B Determining the scope of a segmentation project

Figure 3.1: The segmentation

process — Step 1 (Chapter 4)

This section looks at the most crucial and complex issue in market-
ing, namely, how a market is defined. Until this is clearly understood,
issues such as market share, the identification of target customers and
their needs, and even the recognition of competitors, will continuously
cause difficulty. It is the essential first step of your segmentation project,
as illustrated in Figure 3.1.

Stage 1: Your market and how it works

Step 1: Defining the ‘market’
The scope of the project

Fast track

B Describe the geographic area covered by the project. Keeping it
within the borders of a single country is a manageable starting point.
If you want to include other countries ensure that the stage of market
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