Chapter 7
Functional-Level Strategy




® Consumers have diverse heeds.

® No busihess can please everyone.

® Factors such as high or low Thcome, gender, occupat.ion,
etc., lead to different consumer demands.




The Marketing Process
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segmenting Targeting Positioning




Ihe larget Market Process

[t consists of three steps:

Y | N

Market Segmentation Market Targeting
Product Positioning




Market)Segmentation|="Types

® Mass Marketing : Targeting the entire market with

ohe approdch.
Niche Marketing : Targeting a very small, well-defThed segment.
Segment Marketing : Focusing on distinct segments.
Local Marketing : Talloring the marketing to a local area.
Individual Marketing : Customizing products and marketing for
Thdividual cohsumers.




Criteria for Market Segmentation

Geographical Segmentation Geographical Segmentati

® Dividing the market by region ® Based on age, gender, .
(country, province, district, ® family size, family lite cycle,
local area). occupation, education,

® Marketers must study customer religion, skin color,
behavior Th each region. hationality, and Thcome.

® Research Thto these factors
Is essential.



Criteria for Market Segmentation

Psychographic & Lifestyle Segmentatfon  Behavoral Segmentation ==

® Factors include usage rate,
brand loyalty (e.g., hard-core,
soft-core, shifting,
variety-seeking loyalty),

® product attributes, consumer
habits, and purchase
opportunities.

® Rased on social class,
values, lifestyle patterns,
and persondality of the
target group




Etfectiveness of Market Segmentation

For segmentation to work effectively, Tt must:

® Be clearly Tdentifiable.

® Have a sufficient market size.
® Pe reachable.

® Be actionable.
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Assess each segment by considering:
® The size and growth potential of the market segment.
® The segment’s responsiveness.
® The company's objectives and available resources.
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Target' Market Selection - Selecting Market Segments s ds%

Options Thclude:
® Single-Segment Concentration: Focusing on one segment. exclusively:
® Selective Specidlization: Targeting a few segments selectively.
® Product Specidlization: Focusing on one product Iihe across

segments.
® Market Specidlization: Focusing on a specific market.
® Mass Market Targeting: Targeting the entire market.




Sihgle-Segment. Targeting|(Example)

Market Segments: M1, M2, M3

Products: P1, P2, P3 M1 M2 M3
For Thstance: O USSHI

o P1: Trucks P1
© P2:Passenger Cars

© P3: Vans
Customer Examples: P2

© M1: Industrial cust.omers

E’I& Genheral cohsumers
M3:Usersl mof  passenger "9

transportservices

Y1




Selective Targeting (Example)

Market Segments:
© M1: Middle-ihcome group M1 M2
© M2: Middle to high-fhcome

group P1
© M3: High-Ihcome group

Product Examples: PO
© P1: Toyota Vios
© P2: Toyota Altis

© P3: Toyota Camry P3




Product. Specialization (Example)

® Market Focus:
© M1: For lip M1 M2
application
© M2: For drinking P1
(usage context)

® Product Example:
© P2: “Uthai Thip” liquid

(Note: The original text is brief; please
mhe source for further detdils.) .

P2




Market Specialization (Example)

Market Segments:
© M1: Market for children aged 0-10
© M2: Market for adolescents aged 11-18 M M2
© M3: Market for young adults aged 18-30
P1

Product Examples:
© P1: Baby Powder
© P2: Baby Soap P2
© P3: Baby Lotion

P3




Mass Market Targeting (Example)

Market, Segments:
O M1: Low-Thcome cohsumers

O M2: Middle-ihcome cohsumers M1 M2 M3
© M3: High-Thcome consumers

P1
Product Example:
© P2: Faram House Shack(Other
product details are not specified Do

ih the original text.)

P3




Target. Market. Selection — Evaluating Market. Segment.s ks

Definition:

Product positioning Is the process of establishing a
product’s Tmage and value proposition ih the minds of
target consumers relative to competitors.



DefiningProductiPositioning

® It Tnhvolves determining the product's characteristics
or Image compared to competitors to create
differentiation.

® This cah be based on cohsumers’ perceptions or on the

product’s actual attributes.




Factorsito! Consider:Tnh! Product;Positioning

® The product's persondlity.
® Competitive advantages over rivdls.
® The heeds and expectations of the target market.



selecting|Key Differentiators

[dentity two key points that:
® Distinguish the product from competitors, and
® Are important to the consumer.




oteps/inDeterminingProduct; Positioning

1.List all the key attributes of your product as well as
those of your competitors.

2.Determine the uhique sellihg points (USPs).

3.Define and communicate the product positioning
through advertising and promotions.
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Approaches to Product Positioning — Based on Benefitsig =S5
Position the product according to the benefits it delivers
to the customer.
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Approaches to Product Positioning — Based on Pr|c &
Position the product as a low-Gost. option or as a premium offerfng,
depending on the strqtegyo
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Taflor the positioning to meet the needs and preferences
of a specific market segment.
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Approaches to Product Positioning - Based on Country
of Manutacture
Emphasize the quality and reputation of the producing country: R

Ehfi ,}{M ve 'I':z"'*""":"‘ Taste

The Brilliant Taste of Brittany




Approaches to Product Positioning — Based on Product Mix "

Focus on the combination of product features that sets
your product apart.
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Approaches to Product Positioning — Based onh Standa

Use established quadlity or performance standards
to position the product
(e.g., slogans that emphasize safety and reliability).
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Approaches to Product Positioning — Based oh Desigh/Shapelg =S5
Emphasfze the product's desigh attributes

(for example, a smartphone with a sleek, large display).

samsung
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Approaches to Product Positioning -
Positioning Above Competitors

Establish the product as superior to competing offerings.
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Sales Data Example (Illustrative)

The final slide presents sample sales figures to fllustrate how product
positioning may fmpact market performance.
(These humerical examples are provided for analytical purposes.)
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Toyota ca rma
Toyota Altis

Toyota Vios
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Honda Accord

Honda civic
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