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3M 249

4Cs 434

4Ps 2, 215, 333, 434—5, 457

5 Forces model, Porter 8, 312
‘80/20" rule 167, 172—3, 188

A Classification of Residential
Neighbourhoods (ACORN)
182, 206—7
activity-based strategies 392, 396
advantages, definition 155,
168, 216
advertising 409, 464
advice 113, 381
affinity groups 379, 381
age 201, 283
Agrofertilizer Supplies
benefits 235—6
decision-makers
behaviour 235—6, 245-7
identification 133—6
representative samples
187-92
market mapping 133—6, 364,
364—6
market segment formation
288—-94
scope of projects 95—7
airlines
fear of flying segment 295
international 245, 279, 31
low-cost 372
segmentation archetypes 245,
27-9, 31
travel across Atlantic 77
Ansoff Matrix 410, 412—13, 427,
429, 432
applications of products 81-3
approval groups 126—7
asset base of organization 5, 7
AT&T 462
attitudes 200, 208, 474
attractiveness
channels 393-5
see also segment attractiveness
Autobytel car sales 373

banks 26—38, 31
bar charts 267, 389—90
basic market entry features 167,
169-70, 195—6
‘bear” segments, GlobalTech
4734
behaviour
customers 215—-20
decision-makers 57—60, 21354
profiling 209
benefits
benefit analysis 232—7
clear identification 233—4
company 234
customer behaviour 215-.18
customer needs 222 -, 227
DBCs 221
definitions 155,.'6¢, 215, 216
differential 2245
examples 24750
and featuires 58
micro-cegments 2214, 227
standard 234
stacus quo 235-7
bipolar maps 237—42
BMW 81, 238—9
bolt-on segmentation 29—-30, 462
Boston Matrix 305—6,
3424, 415
brainstorming 477—8
brewery case history 44
Brunner Mond and Company
25—6
business profiling 196—201
business strengths 306—8
business-to-business markets
GlobalTech 469
junction selection 126—7
market mapping 111-12
PC market 384
preliminary segments 1312
preparing for segmentation 22
business-to-consumer markets
junction selection 127
market mapping 114
preparing for segmentation 22
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shared decision-making 125
see also consumers
buying criteria
meaning to customers 276
price 218—20
profiling 177
see also decisive buying criteria
buying patterns 381

cax dealers 373—4
cavinsurance 219
carpet manufacturer 87—9
cartoons, ICI 465—6
‘cash cow’ segments 305—6,
342-3, 415, 417
‘cash dog’ segments 416
cash flows 304—5, 439—40
change, resistance to 40
channel chain analysis 382—-91
channel value curve 388-91
hotel chain example 385, 387
multichannel strategies 371
PC market example 383—4
stages 382, 386
travel company example
384, 386
channel migrators 392
channels 369—405
broad strategy options 3912
channel chains 371, 382—-91
channel choice 388—91
channel value curve 388-91
exercises 398—405
financial services 379—82
industry structure 37182
low-cost airlines 372
market mapping 372—82
multichannel strategies 370—2,
382-8, 392, 396
new channels 374—7
prioritization matrix 391-5
reconfiguring market map
377-9
review 3978
segmentation approaches 13
strategic criteria 372
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channels (continued)
tactics 395—7
worksheets 399, 401—-2
channel value curve 388—91
chemical companies 25—7, 31, 258,
425, 465—6
chief executives 3, 450—1, 456, 461
children, demographics 202
clothing manufacturer 322—3
clustering 261—-79
acceptable differences 2745,
279
Agrofertilizer Supplies 288, 290
computer-assisted 277-9
DBCs 273—4
fast track 61—3
GlobalTech case study 473—4
‘homeless” micro-segments
275—6
k-means clustering 277—-8
latent class analysis 278
market segments 261—79
mathematical 26773
neural network techniques 278
order of events 261
routines 262—3
similarities vs differences 262
standard formats 279
too few clusters 276
too many clusters 277
two-dimensional maps 279—80
visual 264—7
CLV see current lifetime value
Coca Cola Company 10, 249
communication strategies 385
company benefits 234
company compatibility 292, 296
company competitiveness 329—48
assessment procedure 330—1
competitiveness factors 332—6
competitiveness parameters 335
CSFs 332—6
DBCs 330, 334—6
definition 330
examples 342—4
exercises 344—8
fast track 66—9
portfolio matrix 66—9, 329,
337-9, 3424
process check 340—2
questions to ask 333
relative competitive strength
336—40, 344—8
scoring 336—7
segmentation process 17

segment attractiveness 304,
306—7, 309
time horizon 332
weighting factors 334—5
worksheet 348
compatibility 280, 292, 296, 462
competitive advantage 418
competitive factors 313—14, 332—6
competitiveness, company 17,
66—9, 329—48
competitive positioning 476
competitive strategies 41726
battle analogies 420—1
computer industry 421
differentiation 422—5
general guidelines 426
lowest cost suppliers 422—4
main components 417
market/segment share 421
competitive strength 336—40,
344-8, 371, 436, 439
competitors 8, 336—7
computer-assisted clustering 27--9
computer industry 178, 36* 4,
421, 462
conglomerates 4547
consulting services 25
consumers 836
see also business-to-consumer
meaikets; final users
contractors 111-12, 115, 118—-23,
551-62
con‘rol issues 455
corporate objectives 408—10
corporate planning 455, 460
corporate strategies 409—-10
correlated features, KDFs 167, 172
costs
channel value curve 390—1
competitive strategies 423
differentiation 425
gap analysis 4267
lowest cost suppliers 372, 422—4
creativity 437, 455—6
credit insurance 98—9
critical success factors (CSFs)
competitiveness factors 66—7,
332—-6
definition 221
marketing strategies 436
CRM see customer relationship
management
CSFs see critical success factors
cumulative decision-making
125-6
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current lifetime value (CLV) 391
customer behaviour 215-20
customer-driven segmentation
27—-8
customer experience 372—3
customer lifecycles 371
customer lifetime value 396
customer mind-set 79—80
customer needs 8, 9-10, 14
Agrofertilizer supplies 96
defining micro-segments
2224, 227
market definitions 48—9, 75,
82-3
market segment formation
262-3
‘postmodern’ customers 34
target segments 23
wents vs needs 77—8
-ustomer relationship
management (CRM) 9
customers
attitude to KDFs 167
buying patterns 381
categorisation of KDFs 170—1
configuring products 379
consumers vs customers 83—6
direct customers 84
downturn marketing 438
graduated value strategies
392-3
interests 182—4
lapsed /prospective 132, 222
micro-segments 148—-9, 152—4
‘postmodern’ customers 33—5
price 148—-9
self-segmentation 10, 14
unenthusiastic buyers 236
see also consumers;
customer . . . ; decision-
makers
customer satisfaction 474—5
customer status 208
customer wants 77—8

data 38—9, 93—4

DBCs see decisive buying criteria

decision-maker behaviour 213—54
accounting for 57—60
Agrofertilizer Supplies 245—7
benefit analysis 232—7
examples 247—50
exercises 250—3
micro-segments and DBCs

220-32



SBUs 243
unsatisfied needs 236—43
decision-makers
Agrofertilizer Supplies 187—92
behaviour 57—-60, 213—54
identification 50—2, 105—42
KDFs 147-58, 162, 165—77, 186,
210-12
like-minded 255—302
market segment formation
60—3, 255—302
micro-segments 53—62, 147—65,
185,190-1,210-12,220-32
non-leverage groups 128
process checks 132—3, 1857
profiling 147—-53, 158—61,
177-87, 196212
representative samples 52—7,
143-212
segmentation process 14—16
see also customers
decision-making
cumulative 125—6
shared 124-5, 128
decisive buying criteria (DBCs)
220-32
Agrofertilizer Supplies 246, 289,
291
channel value curve 388—9
clustering 264—76
company competitiveness 330,
334—6
definition 220
expressing importance
numerically 228—32
fast track 57—60
financial services example 230
listings 2235, 227, 231
marketing strategies 436
mathematical clustering 267—73
micro-segments 58—62, 220—-32,
273—4
most important 273 —4
recording in table 226
visual clustering 264—7
weighted average scores 270—2
defining markets see market
definition
delivery 436
Dell computers 372—3, 375, 384
Deloitte financial services 2—3
demand and supply 422—-3
demographics
age 201
definition 179

departments/sections 198
ethnic origin 204
family life cycle 202
gender 202
geodemographics 179, 182, 200,
206—7
income 202
job titles 199
leisure interests 183, 204
micro-segments 55
multi-demographics 199, 205
number of children 202
occupation 202-3
off-licence chain 41-2
ownership types 198
profiling 179—-83, 196—9
qualifications 203
readership 203
religion 204
residence type 202
segmentation approaches 11—-12
SIC 182, 1967
size of company 197—-8
socio-economics 204—F5
toothpaste market 12"
viewing/listening 203
determiners see ke discriminating
features
developing inariet segments
48-43, 71-302
differsntial benefits 234—5
differeatiation
competitive strategies 422—5
market mapping 377
market segment checklist 280
differentiators
example 195—-6
see also key discriminating
features
diffusion of innovation curve,
Rogers 388
direct customers 84
directional policy matrix (DPM)
company competitiveness 304,
332, 338—40
marketing objectives 414, 417
multichannel strategies 3712
portfolio matrix 337—8,
340-1
segment attractiveness 304,
308-9, 311
Direct Line insurance 422
direct sales 353—4, 359, 366,
372-3
disintermediation 375, 377—8
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distributors
leverage points 123
market mapping 107-22,
351-64, 367
tactical integration 465
diversity of company 4517
conglomerates 454—7
control 455
corporate plans 455
creativity 455—6
institutionalized procedures
453-5
‘dog’ segments 305—6, 3423,
415-16, 417
downturn marketing 4379
DPM see directional policy matrix
duplicate micro-segments 163

e-commerce
affinity groups 379, 381
car dealers 373—4
channels 373—4, 379—-82
face-to-face contact 381
financial services 379—82
geographic scope 73
see also internet; online
shopping
economic factors 314
see also PEST analysis
economies of sale 423
effective segmentation 29, 31
eight-class SEC 205
eighty/twenty rule 167,
172-3, 188
end users 131-2
see also final users
enthusiasm for market
reviews 456
ethnic origin 204
Euclidian distances 269, 277
Europe 35, 1967
Everitt, B.S. 277
exhaust revenues 471
expenditure 429
experience, customer 372—3
experience effect 423
Experian Mosaics 208—10
‘explicit” perspectives 23

family life cycle 180, 202
fast-track segmentation 47—69
developing segments 48—63
phases 47—69
process structure 47—8
selecting segments 63—9
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features
Agrofertilizer Supplies 187—9
basic market entry 167, 169—70,
195—-6
customer behaviour 215—18
DBCs 224
definitions 147, 154, 168, 216
developing micro-segments
154-5
examples 193—-5
of products 53—4
profiling 185
see also key discriminating
features
fertilizer company 84
see also Agrofertilizer Supplies
field sales 116—17
final users
junction selection 126—7
leverage points 123—4
market mapping 109—15,
117-22, 350—60, 362,
363—8
financial aspects
financial services 2—3, 230,
379-82
financing packages 176—7
segment attractiveness 314
financial services 379—82
advice 381
customer buying patterns 381
customer product configuration
379
DBCs 230
Deloitte 2—3
e-commerce 379—82
fund managers 379
industry/customer information
379
long-term investment 380
market mapping 37982
product switching 381
smaller players 381
First Direct bank 422
Five Forces model, Porter 8, 312
food industry 80
formalization of procedures
452-3
Four Cs 434
Four Ps marketing mix
conglomerates 457
CSFs 333
customer behaviour 215
marketing strategies 434—5
state of marketing 2

gap analysis 426—32
Ansoff Matrix 429
exercises 442—3
measurements 429, 431
methods involved 429—-30
new products 428—9
Toyota/Lexus 428
GE see General Electric
GE/McKinsey Matrix 306—8
gender 202
General Electric (GE) 3068,
375—6, 390—1
General Motors 249
geodemographics 179, 182, 200,
206—7
see also demographics;
geographics
geographics
definition 179
geodemographics 179, 182, 200,
206—7
micro-segments 55
off-licence chain 41-2
profiling 179, 182, 199, 255-6
segmentation approac ics
12—-13
geographic scops 723, 96
geographic segmontation 24—5, 35
global products 25—6
global seginentation 723
GlobaiT«ch case study 469—79
backgrounds 470—1
business objectives 474
buy-in 471-2
competitive positioning 476
customer satisfaction 474—5
initial failure 470
internal need 471
loyalty 474—5
market segmentation 470—1
market understanding 477—8
polarizations in attitudes 474
qualitative study 474
quantitative study 474—5
reachability 476—7
segmentation project 4717
segment attractiveness 475—6
segments identified 473—4
strategy development 477—9
strategy implementation 479
golden questions 178, 282
graduated customer value
strategies 392—3
growth potential 308, 319
growth rates 312
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handles to bottles 249—50

historical romance novel
market 295

‘homeless” micro-segments
275—6

horizontal market mapping
352, 357

‘how’ category, KDFs 166—7, 174,
176—7, 189—-90

HSBC bank 392

hybrid products 36—7

hygiene factor see basic market
entry features

ICI chemicals 425, 465—6
identification
benefits 233—4
decision-makers 50—2, 105—42
needs 224
cee also profiling
implementation issues 461—5
GlobalTech case study 479
managerial integration 464
mission statements 462—4
strategic integration 462—4
tactical integration 464—5
‘implicit” perspectives 23
income 202
individuals, profiling 201—-12
industry attractiveness 306
industry structure 371, 37282
influencers
company 296
KDF ‘what’ category 174
market leverage points 123
market mapping 113—15,
117-18
influential features, KDFs 167,
172-3
information
dissemination 459
gaps 285
industry/customer blurring 379
market mapping 113, 350—63
information technology (IT)
33-4, 397
innovation 388
installation firm 366—7
insurance 98—9, 180, 219,
394-5
integration
channel chains 382—-8
managerial 464
multichannel approaches
392, 396



organizational 28, 462—5
segmentation and planning 460
strategic 462—4
tactical 464—5
Intel Corporation 85
interests of customers 182—4
intermediaries 375—9
internal compatibility 462
international airlines 245,
27-9, 31
international market segmentation
35-7
internet 34—5
see also e-commerce; online
shopping
investment, long-term 380
IT see information technology

job titles 199
junctions
market leverage points 1225
market mapping 109-16, 119,
354—60
market research 128—9
medical equipment company
129-30
non-leverage groups 128—30
preliminary segments 131
purchasing procedures 111, 113
selecting for segmentation
126—-30
splitting quantities between
types 130
types 119-21, 354—-60
‘just do it” mentality 370

key discriminating features (KDFs)
Agrofertilizer Supplies 190—1
basic market entry features 167,
169—70
book publisher example 175
categorising features 166—7
clustering 276
customer categorization 167,
170-1
DBCs 223
decision-makers
behaviour 222, 223
representative samples
147-58, 162, 165—77, 186,
210-12
definition 147, 165
exercises 210—12
fast-track segmentation 54—5,
58, 63, 66

grocery shopping example 176
grouping features 167
guidelines 167—-73
influential features 167, 172—3
level of detail 167, 169
lists of features 166
market segments 258, 276
merging correlated features
167, 172
micro-segments 545, 58, 63,
147-58, 162
product components 167, 171-2
relative importance 157—8
specifications 167
vague descriptions 167, 171
‘what/when/where/how’
categories 166—7, 173—7
key market segments valuation
439—-40
k-means clustering 277—8
Kotler, P. 2

lapsed customers 132, 222
large companies 4512, 454~ 7,459
latent class analysis 272
learning curve 423 =«
legislated features 170
leisure interes's 33, 204
leverage
Agroferidlizer Supplies 364
junidon selection 126
juncdon types 357—60
1narket leverage points 122—6,
141-2, 3578
market mapping 357—60,
361, 364
non-leverage groups 128—30
preliminary segments 131
Lexus cars 428
lifestyle 200, 208
like-minded decision-makers
255-302
line management support 458—60
listening / viewing 203
long-term investment 380
low-cost airlines 372
low-cost strategies 377
lowest cost suppliers 422—4
loyalty 474—-5

McDonald four-box DPM 308
McDonald, M. 2, 24, 313, 397,
398, 411
McKinsey and Company 414
see also GE/McKinsey Matrix
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manual clustering 26179
manufacturers 364—5
mapping see market mapping
market, definition of 174
market-based approaches
10-14
market definition 3—8, 15—-16
Agrofertilizer Supplies 96—7
carpet manufacturer 879
development of 74—86
fast track 48—50
focusing on products 75—7
KDF ‘what’ category 174
meaningful definitions 86—91
‘postmodern’ customers 33—4
SBUs 90—-1
scope of projects 73—93
who is the customer 83—6
wide vs narrow 78, 81, 88,
165, 169
market growth 305—6
market hopping 80
marketing
definition of 3—4
domain diagram 4
process diagram 6
resolving confusion 3—7
state of 2—3
marketing directions 414—16
entering position 416
exiting position 416
harvesting the position 416
improving position 415—-16
maintaining position 41516
marketing expenditure 429
marketing mix
customer behaviour 215
definition 215
Four Ps 2, 215, 333, 4345, 457
marketing objectives 18, 407,
408-33
Ansoff Matrix 410, 412—13, 427,
429, 432
competitive strategies 417—-26
corporate framework 411
corporate objectives 408—10
definition 408
exercises 442—8
four courses of action 412
gap analysis 426—32
profit/profitability 439—40
review 440—2
setting objectives 407, 408—19
worksheets 443—8
marketing planning 460—1
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marketing strategies 3—5, 18, 23,
407, 433-9
corporate framework 411
definition 433
in downturn 437—9
effective strategies 435—7
exercises 442—8
formulation 435
Four Cs 434
Four Ps 434—5
general contents 433—4
identified segments 435—7
profit/profitability 439—40
review 440—2
worksheets 443—8
market leverage points 122—6
cumulative decision-making
125-6
exercise 141-2
market mapping 3578
oil company example 125—6
pharmaceutical companies 125
shared decision-making 124—5
see also leverage
market managers 32
market mapping 15—16, 107-22,
349-68
Agrofertilizer Supplies 133—6,
364
company has two roles 116
construction of map 107—-22
definition 350
detailed maps 353, 358, 360—8
examples 135, 137—40, 363—7
exercises 137—8, 140—2
fast track 50—2
financial services 379—82
future aspects 352—4, 372—82
getting started 108—17
grocery company example
377-8
horizontal format 352, 357
industry structure 372—82
information enhancement
350—63
initial quantification 117—19,
122
installation firm 366—7
junction types 119-21, 354—60
leverage 357—60, 361, 364
market research 130
office equipment firm 365—6
potential of 349—68
quantification 117-19, 122,
351—4, 356, 358—63

reading the map 359
reconfiguration 377—9
review 350—1, 363—5
separate/composite maps
354—6
tabular form 121-3, 352, 360—3,
366—7
technical equipment firm 364,
365
market research
Agrofertilizer Supplies 245—6
data for segmentation 39
DBCs 226, 232
GlobalTech case study 470
KDFs 168
market mapping 117, 130
market segment formation 286
micro-segments 162
non-leverage groups 128—9
price 220
profiling 179
qualitative research 226
markets
how they work 105—42
segment vs market 757
see also market . .~
market segmenia on
advantages 40
organizationai issues 449—68
overview 1—19
prepeving for 21—-46
see\wi50 segmentation . . .
market segments 255—-302,
407-49
Agrofertilizer Supplies 288—94
airline research 295
Boston Matrix 305
channel attractiveness 393—5
clustering 261—-79
competitive strategies 421
components 256—61
compromises required
259, 261
current views 130—2
definition 62, 256
examples 293, 295—6
exercises 296—302
focus of business 462
formation 60—3, 255—302
growth 305
historical romance novel market
295
identified 407—49
key market segments 439—40
marketing objectives 412—14
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newness 429
number of 260—1
personalizing 465
portfolio analysis 304—8
process check 186—8
professionals 180
segmentation options 261
segment checklist 279—86
segment share 305, 421
senior management 180
size of 257—60
toothpaste market 42—3, 145
worksheets 298—302
see also micro-segments;
preliminary segments;
segment attractiveness;
target segments
market share
~ompetitive strategies 421
market mapping 352—4,
359-60, 362, 364—6
portfolio analysis 305—6
scope of projects 73—4, 76
market size 93—4, 97
mathematical clustering 61, 263,
26773
Maximum Difference Scaling
(MaxDiff) method 232
meaningful differences
DBCs 223, 225
definition 154, 223
micro-segments 154
media switching 375, 377—8
medium sized companies 459
micro-segments 53—62, 147—65
age profiles 283
Agrofertilizer Supplies 190—1,
246, 288—90
checks 163—4
clustering 264—76
components 147-9
customers 148—9, 152—4
DBCs 58—62, 220—32, 273—4
decision-makers 53—62, 147—65,
185,190—1,210—-12,220-32
defining by needs 222—32
definition 150
development 149—65
duplicate micro-segments 163
example 161
exercises 210—12
fast track 53—62
fictional micro-segments 162
‘homeless’ 275—6
KDFs 54-5, 58, 63, 14758, 162



labelling customers 154
management of 163—5
market segment formation
261-79
mathematical clustering 267—73
number of 150
price 148—-9
profiling 56, 147—-8, 150, 1523,
158—61
recording in table 156
representing whole
market 152
size of 161-3, 191-2
unattractive segments 164—5
up and running 151—-63
visual clustering 264—7
mind-set of customers 79—80
mission statements 462—4
contents 463—4
high-technology company 463
hosiery buyer example 463
statement types 463
strategic integration 462—4
Morgan, N.A. 23
Mosaics, Experian 208—10
multichannel, definition
multichannel strategies
channel chains 382—8
channel integration 382—8
formulation 370—-2
hybrid models 396
integrated approaches 392, 396
process of formulation 3712
multi-demographics 199, 205
multidimensional profiling 200-1,
208-10, 283
multinational conglomerates
454-7

national products, international
segmentation 36
needs
cascades 240—1
defining micro-segments
222-32
GlobalTech case study 471
identification questions 224
unsatisfied 236—43
see also customer needs
needs-based segmentation 14
neighbourhoods classification 182,
206—7
neural network techniques 278
neutral marketplaces 376—7, 379
New Coke 10, 249

new products
Ansoff Matrix 412—13
development 4323
exercises 442—8
gap analysis 428—9
marketing objectives 4289
seven-step process 432—3
newspapers 242—3
niche strategies 377
non-leverage groups 128—31
North America, SIC 197
Northern Sealants 32—3

objectives
corporate 408—10
definitions 413
elements of 413
GlobalTech case study 474
see also marketing objectives
occupation demographics 202—3
office equipment firm 365—6
off-licence chain 41-2
‘one phone call test” 125
online shopping 175
see also e-commerce; & iternet
operational diversity 453—7
operational plans ©35
opportunities-see SWOT analysis
opportunitv gaps 238—9, 241-2
organizaticaal issues 449—68
chicl executives 4501, 461
company size 4517
diversity of company 4517
implementation issues 461—5
integration 28, 462—5
line management support
458—-60
mission statements 462—4
personalizing segments 465
planning 4512, 4558, 460—1
review 465—8
segmentation process
integration 460—1
size of company 4517
top management 450—1, 461
organizational structure 31—3
channel tactics 395—6
market definition 90—1
see also structure
ownership types,
demographics 198

P&G see Procter & Gamble
PAM see potentially available
market
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Pampers nappies 248—9
partial channel substitution 375,
377-8
pattern analysis see visual
clustering
PC see personal computer
perceived performance 331, 336, 340
perception 2
perceptual maps see bipolar maps
performance
GlobalTech case study 469—79
market mapping 352, 359
perceived 331, 336, 340
personal computer (PC) market
3834
personality 200, 207—8
personalizing segments 465
PEST analysis 371
pharmaceutical products 333
Piercy, NUF. 23
place see Four Ps
plans/planning
building blocks diagram 22
corporate 455, 460
diversity of company 455—6
large company 4512
marketing planning 460—1
process integration 460
segmentation process 457—8, 460
strategic planning 432, 435,
455—-6
political aspects 314
see also PEST analysis
Porter, Michael 8, 377, 420, 422
Porter’s Five Forces model 8, 312
portfolio analysis 304—8
portfolio matrix 64—9, 329—48
Boston Matrix 342—4
company competitiveness 66—9,
329, 337-9, 3424
competitive strategies 418
examples 342—4
plotting segment positions
317-22
production of 3379
segment attractiveness 64—5,
317-22, 338—40
time aspects 317—-18
unexpected results 319—20
see also portfolio analysis
portfolios
definition 304
poorly-balanced 342—4
well-balanced 342
see also portfolio matrix
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positioning 8, 41516, 476
Post-It notes 249
‘postmodern’ customers 33—5
potentially available market
(PAM) 89
predetermined approaches 10—14
preliminary segments
Agrofertilizer Supplies 188—91
current views on segments
130-2
micro-segments 152—4, 159
size of 132, 135
preparing for segmentation 21—46
present value 439—40
price/pricing
channel value curve 390—1
customer behaviour 218—-20
DBCs 59, 225—6
Four Ps 2, 215, 333, 4345, 457
market definition 81-2
marketing strategy example
4367
micro-segments 148—9
organizational integration 464
prioritization matrix 3915
application of 394—5
channel attractiveness 393—5
channel strategy 391-5
insurance company example
394-5
Procter & Gamble (P&G) 86
product applications 813
product categories 76—7
product components, KDFs 167,
171-2
product configurations 379
product features 53—4, 14574,
176, 179, 183, 18588,
190-95, 210, 212
product life-cycles 414
product managers 32, 292
products
definition diagram 174
international segmentation
35-7
market definition 75—7, 81—-3
marketing objectives 412—14
marketing strategy example
4367
new products 412—13, 4289,
432-3
segmentation approaches 11
substitute/reconfigured 374—5
see also Four Ps
product segmentation 25—6

product strengths 333
product switching 381
product usage 182—4
profiling 177—87
acquisition routes 182—4
Agrofertilizer Supplies 191, 289,
292
businesses 196—201
clustering 278
computer manufacturer
example 178
customer interests 182—4
decision-makers 14753,
158—-61, 177—-87, 196—212
examples 293, 295
financial company example 281
golden questions 282
individuals 201-12
market segments 257, 278,
2814, 289, 2923, 295
micro-segments 56, 1478, 150,
1523, 158—61
multidimensional 200—1.
208-10, 283
packages 185, 283
practicalities 177--85
product usage 1&2--4
publishing ¢ pany example
183
standaiG-approaches 196—212
standard categories 179—85
tactiipaste market 180—1
worksheet 211
profit/ profitability
corporate objectives 409—10
exercise 445—8
gap analysis 430
marketing objectives 439—40
marketing strategies 439—40
segment attractiveness 308,
312-13, 319
size of markets 94
projects see scope of projects
promotion
Four Ps 2, 215, 333, 4345, 457
organizational integration 464
propositions see value
propositions
prospective customers 132, 222
psychographics
attitudes 200, 208
customer status 208
definition 179
lifestyle 200, 208
micro-segments 55
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off-licence chain 41-2
personality 200, 207—8
profiling 179, 182, 184, 200,
207-8
segmentation approaches
13-14
publishing companies 98, 183
purchasing procedures 111, 113,
117, 1767
see also buying . . .

qualifications, demographics 203
qualitative research 90, 226, 474
quantification aspects 117-19,
122, 148, 351—-63
quantitative research 118, 474—5
‘question mark’ segments 305,
3424, 415-16
guestionnaires 220, 229-30
questions
golden questions 178, 282
segment checklist 284—5

RAM see realistically available
market
Rank Xerox 239—40
rating approach, DBCs 228—-30
reachability 280, 476—7
readership demographics 203
ready-made meals 80
realistically available market
(RAM) 89
reality checks 163, 195
reconfigured products 374—5
reintermediation 375—6
relationship marketing 9
relative competitive strength
336—40, 344—8
religion, demographics 204
research
airlines 295
qualitative 90, 226, 474
quantitative 118, 474-5
size of markets 94
see also market research
residence type, demographics 202
resistance to change 40
resource flexibility of company
258—-60
retailers
customer-driven
segmentation 28
effective segmentation 31
junction selection 127
market leverage points 123



market mapping 109-12,
115-22, 351-62
segmentation archetypes 27—8
return on investment (ROI) 74
revenue exercise 442—5
Revlon cosmetics 92—3
reward systems 396
risk 439—40
Rogers, E.M. 388
ROI see return on investment
routes, market mapping 109—10,
117, 355—-6, 361, 366
rules for segmentation 39—40

sales
direct 353—4, 359, 366, 372—3
directors 395—6
field sales 116—17
force 464
growth 426—7
objectives 409
sales-based segmentation 29
satisfaction 236—43, 474—5
SBUs see strategic business units
scope of projects 71—-103
case studies 95—7
credit insurance example 98—9
defining markets 73—93, 96—7
examples 98—9
exercises 99—-103
fast track 48—50
geographic scope 72—3, 96
process check 94—5
size of market 93—4, 97
SEC see socio-economic
classification scheme
section heads 112, 126—7
segmentation see market
segmentation
segmentation archetypes 23—-31
segmentation process 14—17
Agrofertilizer Supplies 136,
192, 294
cross-functional involvement
461
decision-makers 15—16
behaviour 2445, 247
identification 1323, 136
representative samples 53, 185
development stages 15—17
fast-tracking 48—69
integration with planning 460
market mapping 1323, 136,
364—5
market segment formation 294

planning 457-8, 460
scope of projects 94—5
segment attractiveness
320-2
selecting segments 14, 17
target segments 17
timing 4578
see also company
competitiveness; decision-
maker . . . ; market
definition: market
mapping; market segments,
formation; segment
attractiveness
segmentation strategy 392
segmentation teams 37-8, 311
segment attractiveness 63—6, 304,
308—-17
attractiveness factors 311—14
Boston Matrix 305—6
clothing manufacturer 3223
definition 308
examples 3223
exercises 323—6
fast track 63—6
factor parameters.215—-16
GE/McKinsev Lviairix 306—8
GlobalTech case study 475—6
growth rates 212
measurerent 308—10
porifclio analysis 304—8
pctiiolio matrix 645,
317-22, 338—40
process check 320—2
profit/profitability 308,
312-13, 319
scoring segments 316—17
segmentation process 17
segmentation team 311
size of segment 312
time horizon 310—11
unattractive segments 319
weighted scores 319—-20
weighting factors 314—15
segments managers 292
segments see market segments
selection of segments 63—9, 303—48
senior management 180
services 11
see also products
shared decision-making
124-5, 128
shipping companies 76—7
SIC see Standard Industrial
Classification systems
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single channel providers 391
size
company size 453—7, 459
large companies 4512, 4547,
459
markets 93—4, 97
market segments 257—60, 280,
291, 312
micro-segments 1613, 191-2
small companies 453, 459
see also volume/value
small companies 453, 459
socio-economic classification
(SEC) scheme 204—5
socio-economics 180—1, 2045
sociological aspects see PEST
analysis
socin-political aspects 314
scaium tri-poly phosphate
(STPP) 42
software packages 397
‘so what?’ test 216
specifiers see decision-makers
spidergrams 267
‘spin outs” 396
squared Euclidean distances 269
standard benefits 234
Standard Industrial Classification
(SIC) systems 182, 196—7
standard segmentation
schemes 39
‘star’ segments 305—6, 3423, 415
status quo 235—7
STPP see sodium tri-poly
phosphate
strategic business units (SBUs)
gap analysis 432
key market segments 440
market definition 90—1
marketing objectives 417, 432
processing further units 243
segmentation teams 37
strategic integration 462—4
strategic planning 432, 435, 455—6
strategies
channels 391-5
competitive 41726
corporate 409—-10
GlobalTech 477—-9
see also marketing strategies;
multichannel strategies
strengths
business 306—8
competitive 336—40, 3448, 371,
436, 439
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strengths (continued)
product 333
see also SWOT analysis
structural segmentation 29—30
structure
industry 371, 372—82
segmentation process 47—8
see also organizational structure
substitute products 374—5
success, CSFs 66—7
suppliers
junction selection 127
lowest cost suppliers
4224
market leverage points 123
market mapping 109-22,
351-63, 367
supply and demand 4223
SWOT analysis 453, 455

tabloid newspapers 242—3
tabular form

channel chains 384, 386

market mapping 1213, 353,

360—3, 366—7

tactical integration 464—5
TAM see totally available market
target segments

channel chains 387

customer needs 23

industry structure 3723

segmentation process 17
teams see segmentation teams
technical equipment firm 364, 365
technology

gap analysis 429

segment attractiveness 314

technological newness 429

see also GlobalTech case study;

PEST analysis

television broadcasting
companies 81
Tesco supermarkets 373, 438
threats see SWOT analysis
time aspects
company competitiveness 332
KDF ‘when’ category 176
portfolio matrix 317—18
segmentation process 457—8
segment attractiveness
310-11
toothpaste market 43, 145, 180—1
top management 450—1, 461
totally available market
(TAM) 88
total sum approach, DBCs
230-2, 246
Toyota cars 428
TPN Register, GE 375—6, 390—1
training 459
trend monitoring 90

UK see United Kingdom
unattractive market segmeri.s 319
unattractive micro-segn. -iits
164—5
undiversified corapaiiies
453—-4
unenthusiastic buyers 236
United Kitigdom (UK), SIC
1067
unsavsiied needs 236—43
bipolar maps 237—42
BMW 238-9
needs cascades 240—1
Rank Xerox 239—40
tabloid newspapers 242—3

valuation of key market segments
439—-40

value
channel value curve 388—91
CLV 391
customer lifetime 396
customer needs 8
price as measure of 218
understanding of 4—8
see also volume/value
value added chains 107—8
value positioning 8
value propositions 3—5, 388
viewing/listening 203
visual clustering 61, 263, 264—7
volume/value
Agrofertilizer Supplies 291
market segments 280
minimum required 258
see.also size

Wal-Mart 86
wants 77—8
weaknesses see SWOT analysis
weighting
DBCs 270-2
scores 270—2, 319-20
segment attractiveness 31415,
319-20
‘what/when/where’ categories,
KDFs 1667, 173—6,
189-90
‘which means that’
phrase 216
why see decisive buying criteria
‘wildcat” segments 305
see also ‘question mark’
segments
Wilson, H. 372, 385, 394
workshops 296, 477—8

Xerox see Rank Xerox
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